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Penelitian ini bertujuan untuk menguji: 1) pengaruh kredibilitas selebriti 
endoser terhadap loyalitas merek, 2) pengaruh kredibilitas merek terhadap 
loyalitas merek. 
Penelitian ini menggunakan data kuantitatif. Sampel yang digunakan dalam 
penelitian ini sebanyak 150 konsumen shampo Clear yang berniat melakukan loyal 
terhadap merek serta mengetahui bahwa Agnes Monica sebagai bintang iklannya. 
Penelitian ini menggunakan alat uji Eviews 9 dengan metode ARDL 
(Autoregressive Distributed Lag).  
Hasil yang didapatkan dari penelitian ini menunjukkan bahwa: 1) 
kredibilitas selebriti endorser tidak berpengaruh signifikan terhadap loyalitas merek, 
2) kredibilitas merek berpengaruh signifikan terhadap loyalitas merek. 
.Dalam studi ini, keterbatasan dan implikasi penelitian juga di diskusikan 
guna memberikan wawasan aspek teoritis, praktis, dan penelitian lanjutan. 
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 The purpose of this research was to examine  1) the effect of celebrity 
endorser credibility on brand loyalty, 2) the effect of brand credibility on brand 
loyalty. The case studied in this research were the customers of Clear shampoo. 
 Using quantitative data in this study with sample of 150 Clear shampoo 
customers who have intention to loyal and who knows Agnes Monica as a brand 
endorser. This study applies EViews with ARDL (Autoregressive Distributed Lag) 
metode. 
 The result of this study shows that 1) celebrity endorser credibility had not 
significant effect on brand loyalty, 2) brand credibility had significant effect on brand 
loyalty. 
 In this study, limitations and implications of the research also are discussed 
in order to provide insights into the theoretical aspects, practical, and further 
research. 
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